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Summary 


Improved  highway  systems  and  the  emergence  of 
regional  shopping  malls  and  industrial  parks 
have  altered  shopping  and  commuting  throughout 
New  England,  and  have  also  created  economic 
shifts.    Community  centers,  traditionally  the 
hub  of  local  commercial,  industrial,  and 
government  activity,  have  suffered  economically 
as  a  result.    Recognizing  the  inportance  of 
city  and  town  centers  to  both  the  identity  and  the 
economic  stability  of  individual  communities  and 
to  the  region  as  a  whole,  the  Metropolitan  Area 
Planning  Council  (MAPC)  has  developed  a  program 
for  Center  Revitalization. 

Through  the  Council's  1980  annual  solicitation 
of  technical-assistance  projects,  MAPC  accepted 
a  request  from  the  city  of  Wob'urn  for  assistance 
in  developing  a  retail -market  analysis  for  the 
downtown.    MAPC's  analysis  is  part  of  an  overall 
downtown-revitalization  effort  being  undertaken 
by  Woburn.    The  objectives  include:  improvement 
in  economic  conditions  in  the  Center;  improve- 
iient  in  the  appearance  and  functioning  of  the 
downtown  as  a  place  to  shop,  work,  and  live; 
and  improvements  in  traffic  circulation  and 
parking  conditions. 

To  aid  in  planning,  a  task  force  of  Woburn 
businessmen  was  formed.    Information  presented 
in  this  report  was  developed  at  the  request 
of  the  city  of  Woburn.    It  evaluates  the 
current  economic  status  of  the  downtown  and 
identifies  opportunitites  for  growth. 


MAPC's  analysis  of  market  conditions  is  in  two  parts. 
Part  I  focuses  on  local  market  factors  and  the 
results  of  business  and  shopper  surveys;  Part  II  is  a 
technical  analysis  of  trade-area  expenditures  and 
market  opportunities.    The  major  findings  of  this 
report  are  outlined  below. 

1.  TRADE  AREA 

A  trade  area  is  the  region  from  which  a  commercial 
center  can  expect  to  draw  80  to  85  percent  of  its 
customers.    Downtown  Woburn  competes  in  two 
distinct  trade  areas  --    convenience  and  comparison. 
Merchants  compete  with  greater  success  in  the 
convenience  trade  area,  which  includes  only  the 
city  of  Woburn  itself.    The  comparison  trade  area 
includes  Woburn,  Burlington,  and  Winchester,  and 
portions  of  Wilmington,  Lexington,  Stoneham,  and 
Reading.    Down town -Woburn  businesses  face  enormous 
competition  within  this  trade  area  and  capture 
a  small  share  of  total  expenditures.    In  both 
population  and  income,  the  convenience  trade  area 
shows  signs  of  economic  stagnation  while  the 
comparison  area  has  had  rapid  population  expansion 
and  rising  per-capita -income  levels. 

2.  COMPETING  COMMERCIAL  DISTRICTS 

Downtown  Woburn  is  a  community  shopping  center 
with  a  mix  of  convenience  and  comparison  goods 
Modern  shopping  centers  and  malls  close  to  the 
downtown  are  its  strongest  competitors,  and 
capture  a  significant  portion  of  the  expenditures 
made  in  both  the  convenience  and  comparison  trade 
areas. 
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3.  RETAIL  MIX 

Downtown  Woburn  has  a  fairly  uneven  mix' of 
goods  (31  percent  of  commercial  space)  and 
services  (50  percent),  with  automotive 
accounting  for  a  substantial  10  percent 
of  conmercial  space.    Of  great  concern  is 
the  fact  that  nearly  14  percent  of  all 
first-floor  retail  space  was  vacant  at  the 
time  of  MAPC's  inventory  --  an  indication 
that  the  market  area  is  unstable.  To 
improve  market  conditions  and  increase 
shopping  in  the  downtown,  merchants  must 
develop  a  better  balance  of  goods  and 
servi  ces . 

4.  URBAN  DESIGN 

To  improve  the  image  and  thus  the  marketa- 
bility of  downtown  Woburn,  storefronts, 
sign  ordinances,  landscaping  of  streets 
and  pedestrian  ways,  and  the  general 
maintenance  of  the  Center  must  all  be 
improved.    In  addition,  both  pedestrian 
and  traffic  access  to  parking  facilities 
must  be  improved  to  make  better  use  of 
existing  lots. 

5.  BUSINESS  AND  SHOPPER  SURVEYS 

Business-survey  results  indicate  that  the 
commercial  make-up  of  downtown  Woburn 
has  changed  over  the  years,  with  50  percent 
of  businesses  reporting  having  been  in 


operation  less  than  20  years.    Over  80  percent 
of  all  shoppers  polled  were  residents  of  Woburn 
and  50  percent  made  dai.ly  .trips ,  indicating  that 
the  downtown  caters  to  convenience  shopping. 
Both  businesses  and  shoppers  identified  lack  of 
parking  and  traffic  as  the  major  problem  in 
downtown  Woburn.    Lack  of  store  variety  and 
general  appearance  were  also  frequently  noted 
as  serious  drawbacks. 

CURRENT  MARKET  CONDITIONS 

Compared  with  other  downtowns  of  its  size, 
Woburn  captures  a  below-average  share  of  total 
trade-area  expenditures.    Of  the  over 
$245  million  available,  downtown  Woburn  captures 
only  3.7  percent,  or  $9,100,900  in  sales. 
(An  average  capture  rate  ranges  from  five  to 
10  percent.)    Downtown  Woburn  has  suffered 
substantial  economic  decline,  particularly  in 
its  comparison-goods  market  capture,  though 
several  individual  merchants  still  get  a 
significant  share  of  the  market.  Convenience 
to  local  shoppers  and  the  ability  to  offer 
personal  service  are  the  downtown's  two  principal 
advantages. 


CHART  i:  SUMMARY  OF  FINDINGS 


Food 

Apparel /Accessories 
Furniture/Appliances 
Miscellaneous  Retail^ 

Liquor 

Personal  Services 
Eating/Drinking 
Hardware/Building  Supplies 


Low 
Low 
Low 
Low 


Average 
Average 
Average 
Average 


D^4^aTi"  inrludes  establishments 
1      "Mi<;rpllaneous  Retail    inciuuea  cov^ui^ii 

nolelsewhere  classified  such  as  rugs  general 
merchandise,  sporting  goods,  and  florists. 


1985  MARKET  OUTLOOK 


Projected  market  potentials  for  1985  for 
downtown  Woburn  are  given  below: 

Stability-  no  change  from  the  1980  overall 
ranture  rate  of  3.7  percent.    This  would 
"a'p  en  if  both  businesses  and  the  city  merely 
maintain  the  existing  commercial  district. 

Slippage  -  A  decrease  in  overall  capture  to 
ynfefeent  would  occur  if  the  physical 
deterioration  of  the  downtown  continues  and 
several  marginal  businesses  close. 

Growth  -  An  increase  in  overall  capture  to 
TTT^rcent.  or  more  than  $1.1  million  in 
sales,  could  occur  through  limited  retail 
expansion  (including  the  filling  of  most 
of  the  vacancies),  improved  merchandising 
nn  the  Dart  of  existing  businesses,  and  the 
upgrading  of  the  general  design  of  the  center. 

In  summary,  downtown  Woburn  is  currently  capturing 
a  verHow  percentage  of  trade-area  expenditures. 
To  improve  its  market  position  during  the  1980s, 
efforts  must  be  made  to  target  sales  to  the 
convenience-goods  market,  to  broaden  the  retail 
mix    and  to  make  the  downtown  an  aesthetically 
aUra^ive  place  to  visit.    Through  further 
analvses  of  parking,  traffic,  urban  design, 
and  retail -market  potentials,  a  comprehensive 
Ian  for'  the  re vi tal i zation  of  the  downtown  can 

-oSrh^^lth^afd  ^fu^e  ^^X.^  woburn. 


-4- 


The  identification  of  trade-area  boj^ 

^^""'•"fhituvTnd'the  trprof  goods  and  services 
accessibility  ana  ine  ^yy       paptors  such  as 
p^vided  within  a  downtown^  Factors^s 

population  density,  ^'"^^"„"„ess  influence 
'centers,  and  t'^»fP»^f'°"a^^a     other  elements, 
the  definition  of  a  traffic  flow, 

,ike  retail  '^ojef^t/^f^^J '  \l  comercUi 

M^ol  rdirt;rand1Jrat.i.1tv  to  attract  ■ 
patrons. 

Map  1  Shows  downtown  Woburn^  J^''[,T,on2'lV 
"downtown  Woburn  dennea  d  ^^^^^ 
Main  Street  bounded  on  the  north  by^^^^^^^ 

on  the  ^°"th  by  High  Street^    east-west  streets  that 
irLaThirpirtio^rf  .am  street. 

AS  Illustrated  In  Map  2    two  t.ade  are-  ^-^been^ 
defined  for  downtown  Woburn    conven  ^^^^^^  ^^^^ 

son.    Convenience  ^oods.  such  as  ^^^^^^ 
to  be  purchased  In  f.^J  y^/^ late  market  area.  As 
draw  shoppers  ^^^'"hn^n's^onienlence  trade  area  con- 
noted, downtown  Woburn  ^  cj^ven^^    ^^^^^^^^  p^^_ 
sists  of  only  the  city  of  Woburn  ^^^^^ 
chase  of  comparison  ^^emS'  sue  ,as  „,,,,hand1se 
apparel,  is  based  more  on  an  ^'^^'^^    .  travel 
price  and  quality     S'^^PP^^!.^',^- son  Hems  draw  from 
?o  find  the  best  buy.  ^^JJPJ^^'oburn's  comparison 
a  larger  market  a*^^^'  gurU  Winchester. 

rnrportirrin^irgr-Uxinat^on,  Stoneha™,  and 

Reading. 


Like  mst  older  town  centers  In  the  Boston  area, 
dolntown  wSburn  Is  most  effective  co"*^^^^;^^!^  ^,,,3 
as  a  service  and  convenience-goods  center.  Business 
and  sho  per  surveys  Indicate  that  convenience 

„«rchandise  and  s^V^i^^^^JJ^'^'^er  70  percent  of 
greatest  customer  draw,  with  ^^^'^  '    ^  food 

rXrr  iH^y  S  r"aaitu?""ur9e  regional 

0  Sii   ™al-s  are  enor-"S  co«.et1t,on  to  local^^^^ 
centers  and  have  caused   o^ar  son^sale  ^^.^ 
dramatically  in  ""^t  oiu^  ^^^^  ^^^^ 

downtown  Woburn  and  that  most  patrons 
jradej:Area_giara^ 

Population  and  inco;.  '^,rractrr1stlcs""fuch° 

an  area's  economic  strength. 

i    TaKio  1    there  are  distinctly 
Slf^rre^t  tre^i  thu  n^trade  a^  ^Mle 
the  comparison  trade  area        ^J^P^^^'.^^'enience  area^ 
rs^Sa^t^erKy^sTu^  expansion  and 

declining  per-capita-lncome  levels. 

«a  finiirps  reflect  the  unusually 
Coniparison-trade-area  figures  VeTie 

rapid  growth  of  f  "V^Jy^f.^.^VMgh'lncon^  levels, 
communities  and  their  typicanjr 


li/lapl'  Downtown  Woburn 


gj)  convenlertce  Trade  Area 
QJ)  Comparison TradeA;^ 


MAPC  1981 


while  convenience-trade-area  statistics  reflect 
trends  only  in  Woburn.    Like  many  older  towns  in 
the  Boston  area  that  developed  as  industrial 
communities,  a  shifting  econon\y  in  Woburn  caused 
population  and  income  levels  to  fall  during  the 
1970s.    Recent  employment  data  indicate  that 
Woburn' s  industrial  base  is  now  moving  away  from 
its  traditional  reliance  on  heavy  manufacturing 
(characterized  by  lower-paying  jobs)  and  into 
high-technology  industries.    This  employment 
shift  has  been  accompanied  by  commercial  and 
residential  expansion,  which  is  expected  to 
trigger  population  increases  and  help  stabilize 
falling  per-capi ta-income  levels.  Unfortunately 
for  downtown  Woburn,  this  growth  has  occurred 
almost  exclusively  along  major  highways  in 
Woburn  and  is  removed  from  the  town  center. 
Although  the  new  industrial  and  coninercial 
growth  will  help  stabilize  Woburn' s  econoiny, 
it  is  expected  to  yield  small  commercial  benefit 
to  the  downtown  area. 

Retail  Trends 

According  to  the  US  Bureau  of  the  Census/^  which 
tracks  business  trends  by  community. 1  retail  sales 
in  Woburn  between  1972  and  1977  were  up  by  7.7 
percent,  or  nearly  $9.6  million.^    The  number  of 
establishments  reported  also  increased  by 
11 .6  percent. 

U.S.  ^ensus^f  Retail  Trade,  Bureau  of 
Census."  Washington,  DTc.  (1972  &  1977). 
2.    Dollars  adjusted  for  inflation. 


TABLE  i:  POPULATION  AND  INCOME 

Convenience  Trade  Comparison  Trade 

Area'  Area^ 

Year  Population  Per -Capita  Population  Per- Capita 
 Incomes  Income^ 


1970 

37,406 

47365 

121 ,267 

48046 

1975 

35,200 

7076 

123,595 

8374 

1980 

35  ,400 

6787 

129,155 

8656 

1985 

37,000 

6498 

134,540 

9066 

1.  Convenience  Trade  Area  is  the  city  of  ' 
Woburn  only*  i 

2.  Comparison  Trade  Area  includes  all  of  Woburn, 
Burlington,  and  Winchester,  and  portions  of  , 
Wilmington,  Reading,  Stoneham,  and  Lexington  i 

3.  All  figures  are  adjusted  for  inflation.  j 

SOURCES:      Interim  Population  Reports:  Population  ' 
Estimates  and  Projections,  Central 
Transportation  Planning  Staff  (CTPS), 
Boston,  MA  (1979). 

Current  Population  Reports:  Population 
Estimates  and  Projections,  Department 
of  Commerce,  Division  of  the  Census,  1 
(November,  1979).    (1980  and  1985  income 
figures  are  extrapolated.) 


As  is  clear  from  the  high  percentage  of 
vacancies  and  rapid  turnover  in  downtown 
Woburn,  this  growth  has  not  occurred  in  the 
town  center.    In  fact,  the  increased  sales 
figures  reflect  the  unprecedented  expansion  of  shop- 
ping malls  that  has  occurred  outside  the  downtown 
area  but  within  its  trade  area.    Like  so  many  older 
town  centers,  downtown  Woburn  has  suffered 
from  the  regional-shopping-mall  boom  of  the 
late  '60s  and  early  '70s.    Congested  streets, 
lack  of  parking,  and  antiquated  buildings 
hardly  have  the  appeal  of  the  new  supermall, 
which  is  designed  for  shopper  variety  and 
convenience.    While  downtown  Woburn  is  fortunate 
to  have  a  broad  mix  of  uses,  including 
attractive  government  and  institutional 
buildings  and  a  wel 1 -maintained  commons, 
its  commercial  district  shows  clear  signs  of 
serious  economic  decline.    To  compete  more 
effectively  within  trade  areas  of  unusually 
strong  shopping-mall  conpetition  and  limited 
new  market  potential,  downtown  Woburn  will 
have  to  target  sales  more  to  its  convenience 
shoppers . 
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Competing  Commercial  Districts 


There  are  three  general  types  of  comnercial 
districts  that  compete  for  shoppers'  expenditures. 

1.  Neighborhood  centers  provide  for  the  sale  of 
goods  needed  often--convenience  items  such 
as  food  and  drugs,  and  personal  services. 
These  centers  are  generally  small,  serve 
only  their  immediate  area  and  contain 

a  supermarket  or  food  store. 

2.  Community  centers  offer  a  .much  wider  range 
of  goods  and  services,  including  comparison 
items.    These  centers  generally  are  the  size 
of  a  community  central  business  district 
and  have  as  their  principal  tenant  a  variety 
or  discount  department  store. 

3.  Regional  centers  provide  an  extensive  variety 
of  goods--a  broad  selection  of  general 
nterchandise,  apparel,  and  home  furnishings, 
as  well  as  services  and  convenience  items. 

At  least  one  or  two  major  department  stores 
are  the  principal  tenants  of  these  shopping 
centers,  which  typically  draw  customers 
from  a  large  trade  area  of  several  communities. 

Downtown  Woburn  is  a  coniiiunity  shopping  center 
oriented  toward  providing  convenience  goods. 
Although  it  provides  some  comparison  goods  too, 

r.~ '  Def ini ti"on  from  Dollars  and  Cents  o£  Shopping 
Centers,  Urban  Land  Institute  (1979). 


downtown  Woburn  is  facing  increasingly  stiff  compe- 
tition from  the  newer  regional  centers.    The  Woburn 
Mall  and  Woburn  Plaza  are  prime  examples.  These 
centers  usually  are  near  housing  or  industrial 
developments  and  are  able  to  capture  significant 
new  portions  of  both  convenience  and  comparison 
trade- area  sales. 

Large  regional  malls,  such  as  those  in  Burlington, 
draw  a  substantial  portion  of  comparison  shoppers 
from  downtown  trade  areas.    The  size  of  these  malls 
enables  them  to  offer  a  range  of  goods  and  services 
at  various  prices.    The  consumer  has  more  choices 
than  in  a  smaller  downtown,  and  shoppers  justify 
longer  travel  times  because  more  purchases  can  be 
nade  in  a  single  trip. 

Since  a  significant  number  of  consumers  will 
shop  elsewhere,  even  the  most  successful  retail 
districts  cannot  expect  to  capture  100  percent 
of  their  trade-area  sales.    As  Table  2  and  Map  3 
indicate,  the  downtown  is  surrounded  by  a  ring 
of  shopping  centers .which  draw  off  potential 
shoppers.    More  than  80  percent  of  all  shoppers 
surveyed  indicate  that  they  shop  both  in 
Burlington  and  elsewhere  in  Woburn  for  both 
convenience  and  comparison  items  not  available 
in  the  downtown. 
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Map  3 :  Selected  Competition 


Rt.3A  Shopping  Center 
Rt.  128-38  Shopping  Cente 
Woburn  Mall 

Bradlees  Shopping  Centei 
Rt.  3  Shopping  Center 


Redstone  Shopping  Centei 
Woburn  Plaza 

Stoneham  Center 

East  Woburn 
Downtown  Woburn 

South  Main  St. 
&  E-Z  Way 

Four  Corners 

Winchester  Center 


Burlington  Malls 


MAPC  1981 
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able 2j:Selected  Downtown  Woburn  Competition 


mmercial  District  Location  Sq.  Ft.  Type  of  Competion  Area  Served 


ith  Main  Street 

Woburn 

30,000 

Convenience 

Neighborhood 

ir  Corners  Area 

Woburn 

60,000 

Convenience/Comparison 

Nei  ghborhood/Coinmuni  ty 

it  Woburn 

Woburn 

50,000 

Convenience 

Neighborhood/Industrial  Park 

I  Way 

Woburn 

30,000 

Convenience 

Neighborhood 

J.  128-38  Shopping  Ctr. 

Woburn 

90,000 

Convenience/Comparison 

Community 

3urn  Mall 

Woburn 

275,000 

Con ven  i  ence/Compa  r i  son 

Conmiun  i  ty  /  Regional 

)urn  Plaza 

Woburn 

150,000 

Convenience/Comparison 

Cominun  i  ty  /  Reg  i  ona  1 

idlees  Shopping  Ctr. 

Woburn 

150,000 

Convenience/Comparison 

Community 

rlington  Mall 

i  Vicinity 

Burl ington 

1,210,000 

Convenience/Compari  son 

Regional 

2.  3A  Shopping  Ctr, 

Burl ington 

180,000 

Convenience/ Comparison 

Commun  i  ty / Reg  i  ona 1 

2.  3  Shopping  Ctr. 

Burl ington 

130,000 

Convenience/Comparison 

Community /Regional 

dstone  Shopping  Ctr. 

Stonehain 

270,000 

Convenience/Comparison 

Cominu  nity /Regional 

3nehain/Town  Ctr. 

Stoneham 

Not  Available 

Convenience/Comparison 

Community 

nchester  Ctr. 

Winchester 

Not  Available 

Convenience/Comparison 

Commun  i  ty 

TE:    This  chart  includes  only  selected  major  competition.    Other  competitors  do  exist  in  the  Woburn  Trade  Area. 

URCES:    Directory  of  Shopping  Centers  in  the  United  States  (The  East),  the  National  Research  Bureau,  Inc.,  Burlington, 
Iowa  71979); 

Metropolitan  Area  Planning  Council,  1980. 


I 


While  growth  In  downtown  Woburn  has  been 
slowed  by  declines  in  population  and  per- 
capita  income,  as  well  as  by  the  growth  of 
regional  malls,  more  vigorous  commercial 
activity  in  the  downtown  would  be  generated 
by  effective  marketing.    Such  a  strategy  must 
include  the  targeting  of  sales  to  the  convenience- 
goods  market  and  to  growing  population  groups, 
as  well  as  physical  inprovements  to  the  Center. 

Convenience  to  local  shoppers,  particularly 
to  the  elderly,  is  an  advantage  to  downtown 
Woburn.    To  capitalize  on  this  asset, 
merchants  must  begin  to  offer  a  broader 
range  of  goods  and  services  at  a  wider 
variety  of  prices.    In  addition,  design 
improvements  must  be  implemented.  Shopper 
access  to  parking  should  be  more  convenient 
and  attractive.    Storefront  renovation  and 
maintenance  would  also  help  improve  downtown 
Woburn 's  corrpetitive  stance. 


Retail  Mix 


Retail  mix,  which  refers  to  the  number  and 
types  of  businesses  that  make  up  a  commercial 
district,  is  an  important  consideration  when 
examining  any  trade  area.    Much  of  the  success 
of  the  larger  malls  can  be  attributed  to  their 
offering  a  complementary  mix  of  goods  and 
services.    Such  a  mix  not  only  enables  and 
encourages  "one-stop  shopping"  but  also 
attracts  customers  from  a  large  trade  area. 
Local  business  districts  that  contain  a 
variety  of  goods  and  services  also  attract  a 
more  diverse,  and  thus  larger,  group  of 
patrons  from  their  trade  areas. 

In  Woburn,  MAPC  surveyed  downtown  businesses 
to  establish  a  current  inventory  of  commercial 
space.    Mare  than  300,000  square  feet  was 
examined.    Chart  2  presents  a  breakdown  of 
the  125  businesses  included  in  this  analysis. 
As  seen  in  this  chart,  downtown  Woburn  has  a 
fairly  uneven  mix  of  goods  (31  percent  of 
space)  and  services  (50  percent).    In  addition, 
automotive  uses  account  for  10  percent  of 
space  and  generate  very  little  conitiercial 
activity.    Of  crucial  significance  is  that 
more  than  14  percent  of  first-floor  retail 
space  was  vacant  at  the  time  of  MAPC's 
inventory.    This  represents  a  substantial 
portion  of  prime  retail  area. 

Table  3  presents  a  more  detailed  analysis  of 
existing  coniiiercial  space.    Statistics  in  this 
table  show  that  stores  which  carry  comparison 
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goods--apparel ,  hardware,  furniture,  general 
merchandise,  and  some  miscellaneous  retail-- 
occupy  about  25  percent  of  retail  space  in  the 
downtown.    Convenience  stores,  on  the  other 
hand,  take  more  than  40  percent  of  all  space. 
An  emphasis  on  convenience  is  typical  of  older 
town  centers,  and  survey  results  showed  that 
these  stores  draw  the  largest  number  of  shoppe 

Survey  results  also  indicated  that  limited 
comparison  shopping  occurs,  with  23  percent 
of  those  polled  patronizing  downtown  apparel 
shops  and  nine  percent  shopping  in  hardware 
stores.    The  dollar  amounts  were  variable  -- 
a  sign  that  both  convenience  and  comparison 
shopping  takes  place. 

Downtown  Woburn's  uneven  retail  mix  and  high 
vacancy  rates  show  how  increasingly  difficult 
it  is  for  local  retailers  to  compete  with 
regional  malls.    The  large  concentration  of 
professional  and  government  services  that 
occupy  the  majority  of  downtown  Woburn's 
commercial  space  is  a  stabilizing  factor, 
but  they  generate  little  conyiiercial  activity. 
"Personal"  services,  often  in  overabundance 
in  older  town  centers,  make  up  an  unusually 
small  portion  of  the  retail  mix  in 
downtown  Woburn.    Those  that  do  exist  are, 
characteristically,  strong. 

Downtown  Woburn's  primary  retail  problem  is 
the  lack  in  the  variety  and  quality  of 
consumer  goods.      While  there  are  a  few  strong 


retail  operations  in  the  downtown,  most  are 
marginal  and  there  is  a  preponderance  of 
restaurants  and  sandwich  shops.    For  a  convenience 
center  of  its  size,  there  are  very  few  food  and 
drug  stores--stores  that  generally  anchor  small -town 
centers.    In  fact,  downtown  Woburn  has  no  clear 
anchoring  establishment,  and  the  effect  of  any 
spillover  from  the  stores  that  draw  the  most  patrons 
is  minimized  by  the  lack  of  unity  and  pedestrian 
mobility  within  the  Center. 

To  reach  a  more  competitive  position,  downtown 
merchants  must  diversify  their  goods  and  services; 
improved  market  conditions  will  also  depend  on 
the  downtown's  ability  to  attract  new  customers 
through  interesting  designs  and  improved  and  more- 
visible  parking. 


I 
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Table  3=  Inventory  of  Commercial  Space 


Commercial  Category 


Downtown  Woburn 


RETAIL  GOODS 


Sq.  Ft. 


% 


Apparel /Accessories 
Food/Liquor 

Hardware/Building  Supplies 
Furni ture/Appl iances 
General  Merchandise* 
Miscellaneous  Retail^ 


SUBTOTAL 
SERVICES 


Automoti  ve 
Eating  and  Drinking 
Personal  Services3 
Professional  Services^ 
Other  Services^ 


SUBTOTAL 
VACANT  SPACE^ 
TOTAL 


8,600 
12,600 
31 ,300 
12,300 
15,000 
20,600 

100,400 


32,400 
18,800 
9,600 
80,200 
71 ,750 

212,750 

14,200 

327,350 


2.6% 
3.8% 
9.6% 
3.8% 
4.6% 
6.3% 

30.7% 


10.0% 
5.7% 
2.9% 
24.5% 
21 .9%_ 

65.0% 

4.3% 

100.0% 


1.  "General  Merchandise"  includes  retail  stores  that  sell  a  number  of  lines  of  merchandise  such  as  dry  goods, 
apparel,  furniture,  hardware,  and  food.    Department  stores  are  included. 

2.  "Miscellaneous  Retail"  includes  retail  establishments  not  elsewhere  classified,  such  as  drugs,  sporting  goods, 
book  and  stationery  stores,  florists,  and  jewelers. 


3.    "Personal  Services"  includes  establishments  engaged  in  providing  services  for  a  person  or  his  apparel,  such 
as  beauty  and  barber  shops,  dry  cleaning  and  laundries. 
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4.  "Professional  Services"  includes  establishments  providing  services  to  businesses  or  individuals  on  a  fee 
or  contract  basis,  such  as  doctors,  lawyers,  and  finance  and  insurance  brokers. 

5.  "Other  Services"  includes  repair  shops,  social-service  agencies,  recreational  facilities,  and  travel 
agencies . 

6.  This  number  includes  only  first-floor  space  in  established  retail  buildings. 


SOURCE:    Metropolitan  Area  Planning  Council,  Boston,  MA  (1980). 
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Urban  Design 


The  design  of  a  commercial  district  is  important 
to  its  success.    A  shopping  mall  generally  offers 
the  consumer  easy  highway  access,  convenient 
parking,  a  mix  of  shops,  attractive  window  or 
storefront  displays,  and  a  central  area  with 
landscaping,  benches,  and  changing  exhibits  of  in- 
terest.   The  atmosphere  is  colorful  and  inviting. 
Traditional  downtown  areas  have  many  of  the  same 
basic  elements  but  often  do  not  use  them  to 
advantage.    Storefronts,  landscaping,  signs,  and 
parking  lots  frequently  are  poorly  maintained  and 
displease  the  eye.    Storefronts,  for  example,  are 
perceived  to  reflect  the  quality  of  merchandise 
being  offered.    Well-designed  traffic  patterns, 
parking  lots,  and  sidewalks  enable  people  to  move 
freely  within  the  downtown  area,  and  so  encourage 
shopping  activity. 

According  to  business-  and  shopper-survey  results, 
parking  and  traffic  design  are  especially  problem- 
atic in  downtown  Woburn.    Over  40  percent  of 
shoppers  and  52  percent  of  businesses  listed 
these  as  primary  concerns.    In  addition,  poor 
maintenance  and  the  generally  rundown  appearance 
of  the  downtown  were  often  noted  by  those  polled 
as  seriously  detracting  from  the  appeal  of  the 
Center. 

On  the  other  hand,  most  businessmen  and  shoppers 
felt  the  downtown's  greatest  attribute  was  its 
attractive  commons  and  the  striking  governmental 
and  institutional  buildings  surrounding  it. 


Downtown  Woburn 's  commercial  district  developed 

around  this  commons,  but  today,  the  congested 

streets,  deteriorating  retail  buildings,  and 

poor  access  to  parking  hinder  its  marketability 

for  commercial  uses,  | 

Because  good  design  is  essential  to  the  economic  i 
health  of  a  shopping  district,  the  Council  believes  i 
that  the  following  elements,  which  have  been 
identified  as  negative  market  factors,  should  be 
addressed  in  the  comprehensive  downtown-revitali-  \ 
zation  plan  that  the  city  of  Woburn  is  develop-  j 
Ing.  1 

I .    Appearance  and  Design  I 

A  town  center  is  the  focal  point  of  local 
business,  government,  and  institutional  activity. 
As  such,  it  is  often  the  area  of  a  community  most 
familiar  to  non-residents  as  well  as  to  residents, 
and  its  appearance  is  closely  associated  with 
their  perception  of  that  community.  Dilapidated 
buildings,  storefronts  remodeled  in  various 
styles,  poorly  landscaped  and  maintained  parking 
lots  and  pedestrian  ways,  and  inconsistent 
signage  give  downtown  Woburn  the  appearance  of  an 
underused  and  declining  conmercial  center. 

Overall,  there  is  no  consistency,  and  thus  no 
identifiable  downtown  character.  Through 
careful  and  sensitive  design*  character  could  be 
restored.    The  proposed  formation  of  a  Local 
Development  Corporation  (LDC)  in  Woburn  presents 
an  excellent  opportunity  to  do  this.  Five 
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Woburn  banks  are  in  the  process  of  forming  a  non- 
profit LDC  that  will  be  funded  through  bank 
contributions  and  a  federal  grant.    The  LDC  will 
provide  loans  for  businesses  interested  in  in- 
vesting in  downtown  Woburn,  and  many  loan  requests 
are  expected  to  be  for  storefront  renovations. 
So  that  funds  can  be  allocated  wisely,  MAPC  urges 
the  LDC  to  prepare  and  adopt  design  guidelines. 
Such  guidelines  should  be  used  to  ensure  that 
renovations  will  enhance  the  overall  appearance 
and  design  of  the  Center,  as  well  as  its  indivi- 
dual buildings.    While  guidelines  can  be  written 
to  allow  flexibility  in  storefront  design,  they 
should  clearly  define  the  type  of  architectural 
features  (e.g.,  style,  materials,  signs)  that 
will  be  funded  by  the  LDC.    Both  aesthetic  and 
economic  factors  should  be  carefully  considered 
when  writing  these  guidelines. 

In  addition,  the  city  of  Woburn  should  improve  and 
enforce  sign  ordinances,  introduce  landscaping 
measures,  and  improve  maintenance.    All  of  this 
would  vastly  improve  downtown  Woburn 's  image  and 
therefore  its  marketability. 

As  is  evident  from  the  popularity  of  large  malls, 
today's  consumer  is  looking  not  only  for  conven- 
ient parking  and  a  wide  selection  of  goods  and 
services,  but  also  for  a  visually  pleasant  and 
Interesting  shopping  environment. 


II.  Parking,  Access^and  Pedestrian  Circulation 

Entrances  to  parking  areas  in  downtown  Woburn 
currently  are  poorly  signed,  and  both  the  Walnut 
Street  and  Main  Street  lots  are  not  landscaped 
and  lack  pedestrian  amenities.    Parking  is 
thought  by  shoppers  to  be  scarce,  but  these  lots 
are  rarely  full.    Attractive  pedestrian  access 
to  existing  parking,  particularly  the  Walnut 
Street  lot,  would  greatly  enhance  its  usefulness 
to  businesses,  especially  those  that  have  recent- 
ly lost  on-street  parking  spaces  under  the 
TOPICS  program. 2 

Main  Street  sidewalks  also  lack  the  amenities  that 
make  a  shopping  environment  pleasing.  Shade 
trees,  planters,  special  paving  materials, 
attractive  lightposts,  comfortable  benches,  and 
such  attract  customers  and  encourage  longer 
shopping  trips.    Good  design  can  also  facilitate 
pedestrian  movement  and  increase  shopper  activity. 


1.  Traffic  issues  will  be  discussed  in  a  separ- 
ate report,  being  prepared  by  C.E.  McGuire  under 
contract  with  the  city  of  Woburn. 

2.  TOPICS  -  The  Traffic  Operations  Program  to 
Improve  Capacity  and  Safety  was  a  federal  program 
set  up  to  aid  localities  with  transportation  im- 
provements.   The  TOPICS  program  has  been  replaced 
by  Urban  Systems,  a  similar  program. 


Business-Survey  Highlights 


The  business  survey  of  downtown  Woburn  was  done 
to  gather  information  on  rents,  floor  space, 
peak-activity  periods,  etc.    Survey  results 
identify  the  downtown's  principal  assets  and 
problems  from  the  businessperson' s  perspective. 
Tne  survey   was  given  to  approximately  125  down- 
town businesses,  including  both  retail  and 
service  establishments.    Approximately  65  percent 
completed  and  returned  the  questionnaire. 

Survey  results  indicate  that  the  general  business 
climate  in  the  downtown  has  been  relatively  stable. 
Approximately  65  percent  of  the  respondents  have 
been  in  operation  for  over  10  years  and  50  percent 
for  over  20  years.    Over  50  percent  of  those 
polled  reported  no  plans  to  change  either  loca- 
tions or  their  scope  of  services,  although  10 
percent  planned  to  expand  within  downtown  Woburn 
and  another  11.5  percent  were  planning  storefront 
renovations.    Sales  trends  varied,  with  39  percent 
reporting  sales  up  by  an  average  of  9  percent, 
22  percent  reporting  sales  down  by  21  percent, 
and  another  39  percent  reporting  sales  as  constant. 

It  is  important  to  note  that  nearly  six  percent 
of  those  businesses  polled  expressed  plans  to  re- 
locate outside  of  downtown  Woburn.    The  results 
also  show    that  downtown  Woburn  contains  several 
large  as  well  as  many  small  and  medium-size 
businesses.    Sizes  ranged  from  150  to  29,000 
square  feet;  sales  ranged  from  $5000  to  $3  million 
a  year.    Obviously,  downtown  Woburn  supports  a 
mix  of  commercial  activity. 


Businesspeople  reported  the  typical  shopper  is 
between  20  and  50  years  old,  and  more  often  a  man 
than  a  woman.    According  to  business-survey  results, 
almost  three-quarters  of  downtown-Woburn  shoppers 
live  in  Woburn,  Burlington,  or  Winchester,  with 
Woburn  residents  accounting  for  62  percent.  Other 
communities  where  customers  reside  include  Wilmington, 
Stoneham,  and  Reading.    Nearly  85  percent  of  those 
shopping  came  to  the  downtown  by  car.  Peak-shopping 
and  business  periods  occurred  from  Thursday  to 
Saturday.    Daily  activity  was  fairly  constant  between 
10  a.m.  and  6  p.m.    Year-round,  there  were  peak 
periods  in  the  fall  and  spring  and  a  significant  drop 
in  the  summer. 

According  to  the  business  community,  most  competitors 
are  elsewhere  in  Woburn  and  in  Burlington;  particular- 
ly strong  ones  are  the  Woburn  Plaza,  Woburn  Mall,  and 
the  Burlington  Mall.    Over  50  percent  of  the 
respondents  listed  traffic  and  parking  as  a  problem, 
while  approximately  18  percent  felt  the  downtown 
suffered  from  its  rundown  appearance.    However,  over  40 
percent  thought  convenience  and  location  were  assets. 
Other  positive  features  mentioned  were  the  attractive 
commons  (17%)  and  the  small-town  atmosphere  (11.5%). 

When  asked  for  recoiimendations  to  improve  the  downtown, 
the  majority  of  businesses  (51%)  listed  traffic  and 
parking  improvements,  including  better  signals  and 
parking  control.    Nearly  30  percent  also  mentioned 
design-related  improvements.    Better  general  maintenance 
and  storefront  maintenance  were  each  cited  by  at  least 
eight  percent  of  the  respondents.    Other  suggestions 
were  for  sidewalk  improvements,  greater  store  variety, 
and  an  overal 1  plan. 


Business::Su^^ 

NUMBER  OF  YEARS  IN  BUSINESS 

Less  than  2  years 
2-5  years 
6-10  years 
li-20  years 
Over  20  years 

SALES  TRENDS 

Up  (by  an  average  of  9%/yr.) 
Constant  ^,  ,  x 

Down  (by  an  average  of  21/./yr.) 

ANNUAL  SALES 


$5.000-$3.000,000 
Range  *  $286,000 

Average  $100,000 
Median 

FLOOR  SPACE 

iRn  to  ft, —  29, 000  sq.ft. 
Range  1^0  Sq.Ti:.      ^.^^^  ^^^^ 

Average  ^  OOO  sq.ft. 

Median 


10.1% 
7.6% 
16.5% 
15.2% 
50.6% 


39% 
39% 
22% 


m  IM  /  DFMT 
OWN/  Ktli  1 

28.7% 

Own 

Rent 

71.3% 

ANNUAL  RENT 

n  , 500- 

ioo  nno/vr. 
ft  BOO/vr. 

As/praQe 

A  fton/vr. 

n  V  ^  *  «  J 
MAr(  i  A  n 

riGQ  la" 

RUSINESSES'  BUSIEST 

DAY  S 

Monday 

15% 
10% 

Tuesday 

9% 

Wednesday 

Thiir<;fiav 

21% 

97"/ 

1  llUl  iUQJf 
ITv^T  rl  A  \/ 

LI  h 
170/ 

\-  r  1  UQjr 

Cat  iiv^flaV 

1  /  /o 
1°/ 

1  /o 

niSTOMER  RESIDENCES 

CI  ft"/ 
O  1  .0/0 

Woburn 
Burlington 

8.1% 

Winchester 

6.5% 

Wilmington 

3.5% 
3.1% 

Stoneham 

Reading 

2.6% 

Lexington 

1.6% 

Other 

12.8% 

Shopper-Survey  Highlights 


To  identify  the  key  assets  and  problems  of  downtown 
Woburn,  a  survey  was  administered  to  over  260 
shoppers  within  the  project  area.    Surveys  were 
conducted  twice,  on  a  weekday  and  on  a  Saturday, 
during  the  fall  of  1980.    As  a  counterpart  to  the 
business  survey,  the  shoppers'  study  identified 
the  characteristics  and  suggestions  of  people 
using  the  downtown.    Patrons  were  asked  specific 
questions  about  themselves,  their  use  of  the 
downtown,  and  their  spending  habits.    Below  is 
a  sunmary.  (Comprehensive  statistical  results  can 
be  found  in  the  Appendix.) 

The  results  indicate  that  downtown  Woburn  like 
most  such  downtowns,  is  visited  mostly  by  conven- 
ience shoppers.    More  than  45  percent  of  the 
respondents  came  to  the  downtown  to  do  their 
banking;  other  high-percentage  activities  includ- 
ed going  to  the  post  office  and  purchasing  news- 
papers, food,  cards,  and  liquor.    Indeed,  nearly 
two-thirds  of  the  respondents  said  that  convenience 
was  the  major  reason  they  came  to  downtown  Woburn. 
Another  16  percent  came  for  the  specific  stores  and 
just  over  15  percent  came  because  of  the  services 
available. 

The  results  also  showed  that  shoppers  made  fre- 
quent, short  trips  to  the  downtown.    Nearly  90 
percent  reported  coming  downtown  once  a  week  or 
more,  with  over  50  percent  claiming  daily  trips. 
More  than  70  percent  of  those  interviewed  re- 
ported that  their  average  shopping  trip  was  under 
one  hour.    Almost  half  remained  downtown  for  less 
than  30  minutes. 


Despite  this,  the  downtown  also  showed  some  signs  of 
competing  as  a  comparison-shopping  district.  Nearly 
25  percent  of  shoppers  reported  that  they  were  down- 
town to  buy  clothing,  generally  a  comparison  item. 

Woburn  residents  make  up  the  large  majority  (80  per- 
cent) of  the  downtown  shoppers,  though  only  13  percent 
actually  live  close  to  or  in  the  downtown.    The  re- 
maining 20  percent  live  in  the  surrounding  communities,  | 
with  the  largest  numbers  coming  from  Winchester  and  I 
Burlington.    Further  information  yields  the  following  i 
picture: 

--73  percent  came  downtown  by  car,  while  24  percent  | 

walked;  j 
--the  two  largest  age  groups  of  shoppers  were  those  j 

between  20-35  years  old  (40  percent)  and  those  over 

50  (27  percent); 
--approximately  54  percent  of  those  responding  were 

male; 

--the  majority  of  shoppers  reported  spending  under 
$10    per  trip. 

Survey  results  also  revealed  that  downtown  Woburn' s  stron^ 
est  competitors  for  convenience  shopping  are  elsewhere  in 
Woburn.    Nearly  59  percent  of  those  surveyed  shopped  else- 
where in  Woburn  for  convenience  items,  with  25  percent 
going  to  Burlington  and  five  percent  to  Stoneham.    In  oth( 
words,  the  downtown  shopping  area  faces  strong  competitio 
from  at  least  four  distinct  shopping  areas  in  Woburn  as 
well  as  from  a  number  of  malls  and  shopping  centers  in 
surrounding  towns. 

The  results  for  comparison  shopping  are  similar  though  ' 
Burlington  (50  percent)  was  named  by  more  respondents 
than  were  locations  elsewhere  in  Woburn  (32  percent). 


Those  seeking  comparison  items  also  mentioned 
Stoneham  and  Danvers  as  locations  for  comparison 
shopping.    Strong  competition  both  from  within 
Woburn  and  from  the  surrounding  communities 
affects  convenience  and  comparison  shopping  in  down 
town  Woburn.    Of  those  shoppers  with  suggestions 
for  new  goods  or  services,  more  than  24  percent 
expressed  a  desire  for  an  additional  department 
store  for  the  downtown.    Another  18  percent 
wanted  an  additional  restaurant  and  14  percent 
wanted  more  clothing  stores.      It  appears  there 
is  demand  for  both  convenience  and  comparison 
goods . 

Almost  65  percent  of  those  responding  named 
traffic  and  parking  as  problems,  with  the  lack 
of  store  variety  (38  percent)  and  downtown 
appearance  (37  percent)  also  cited.    When  asked 
for  specific  improvements,  12  percent  called  for 
the  elimination  of  the  state-run  TOPICS  traffic- 
improvement  measures,  8.7  percent  called  for 
better  maintenance,  8.1  percent  felt  there  should 
be  efforts  to  attract  and  promote  new  business, 
and  6  percent  suggested  storefront  renovations. 
While  20  percent  felt  that  the  quality  of  downtown 
Woburn  had  improved  in  the  past  three  years,  40 
percent  saw  no  change  and  39  percent  reported 
that  things  had  gotten  worse. 


Shopper-Survey  Results 


FREQUENCY  OF  TRIPS  TO  DOWNTOWN  WOBURN 


Daily  52.5% 

More  than  once  a  week  18.9% 

About  once  a  week  16.2% 

Twice  a  month  or  more  12.4% 

REASON  FOR  COMING  TO  DOWNTOWN  WOBURN 

To  shop  40.5% 

To  work  30.1% 

For  a  professional  service  52.1% 

For  a  government  service  29.3% 

WHY  DO  YOU  SHOP  IN  DOWNTOWN  WOBURN? 

Convenience  65.4% 

Stores  16.0% 

Services  15.2% 

Other  3.4% 

ADDITIONAL  GOODS  OR  SERVICES  DESIRED 

Restaurant/Bar  17.8% 

More  parking  15.1% 

Clothing  Store  13.7% 

Department  store  24.7% 

Discount  drugstore  6.8% 

Others  21.9% 


LENGTH  OF  STAY  IN  DOWNTOWN 


Under  one  hour  70.4% 

Over  one  hour  29.6% 

AMOUNT  SPENT  PER  TRIP 

Under  $5  24.1% 

$5  -  $10  33.6% 

$10  -  $25  28.2% 

Over  $25  14.1% 

WHERE  DO  YOU  LIVE? 

Downtown  Woburn  13.2% 

Elsewhere  in  Woburn  66.9% 

Winchester  4.1% 

Burlington  2.3% 

Other  13.5% 


WHERE  ELSE  DO  YOU  SHOP  FOR  CONVENIENCE  ITEMS? 


Elsewhere  in  Woburn  59.4% 

Burlington  25.4% 

Stoneham  5.1% 

Others  10.1% 


WHERE  ELSE  DO  YOU  SHOP  FOR  COMPARISON  ITEMS? 


Elsewhere  in  Woburn  31.6% 

Burlington  50.4% 

Stoneham  3.7% 

Others  14.3% 


ANY  IMPROVEMENTS  DESIRED  FOR  DOWNTOWN  WOBURN? 


Traffic  and  parking  40.9% 

Eliminate  TOPICS  plan  12.1% 

Better  maintenance  8.7% 

Attract  &  promote  business  8.1% 

Storefront  renovations  6.0% 

CUSTOMER  AGE 

Under  20  10.6% 

20-35  40.8% 

36-50  20.8% 

51-65  19.2% 

Over  65  8.6% 


Current  Market  Conditions 


The  success  of  a  retail  center  depends  on  its 
ability  to  capture  a  share  of  the  yearly 
expenditures  made  by  a  given  trade-area  popula- 
tion.   So  far  in  this  analysis,  discussions  have 
centered  on  ways  in  which  demographics,  geography, 
and  location  affect  a  downtown's  ability  to  attract 
customers,  that  is,  to  capture  a  certain  market 
share.    In  this  section,  our  discussion  turns 
from  these  definitions  of  market  capture  to  more 
of  an  economic  examination  of  downtown  Woburn's 
current  market  condition. 

Through  a  comprehensive  analysis  of  trade-area 
■services  in  downtown  Woburn,  it  becomes  possible 
to  define  both  qualitative  and  quantitative 
characteristics  of  the  downtown's  share  of  trade- 
area  expenditures,  including: 

--  the  types  of  goods  and  services  purchased; 

--  the  number  of  dollars  ?pent  on  those  goods 
and  services;  and 

--  the  percentage  of  overall  trade-area  expendi- 
tures that  these  purchases  represent. 

Downtown  sales  as  a  percentage  of  trade-area 
expenditures  mathematically  defines  the  concept 
of  market  capture.    In  order  to  determine  how 
well  the  downtown  is  currently  taking  advantage 
of  existing  market  opportunities  and  to  identify 
where  the  potentials  for  increased  or  decreased 
capture  lie,  trade-area  expenditures  captured 
by  each  retail  category  within  the  downtown  must 
be  carefully  reviewed.    For  purposes  of  this 


analysis,  goods  and  services  have  been  categorized 
according  to  US  Census  of  Retail  Trade  business 
definitions.    Downtown  Woburn  supports  10  of  these 
business  types,  including:  Apparel/Accessories, 
Drugs,  Hardware/Building  Supplies,  Furniture/Appliances, 
Eating/Drinking,  Food,  Liquor,  Personal  Services, 
General  Merchandise,  and  Miscellaneous  Retail. 

In  this  section,  current  market  conditions  in  these 
categories  will  be  examined  (see  Table  4).    It  is 
important  to  note  that  capture  rates  --  the  percentage 
of  trade-area  dollars  actually  spent  in  downtown 
Woburn  --  have  been  calculated  for  either  the  conven- 
ience trade  area  or  the  comparison  trade  areaS  depend- 
ing on  the  retail  category  being  discussed.  Food, 
Liquor,  Personal  Services,  and  Eating/Drinking  are.^ 
considered  to  be  competing  in  the  convenience  trade 
area,  i.e.,  within  the  city  of  Woburn.  Comparison- 
trade-area  goods  include  Hardware/Building  Supplies, 
Furniture/Appliances,  Apparel/Accessories,  and  Miscell- 
aneous Retail . 

For  the  sake  of  confidentiality,  the  following  analyses 
are  confined  to  a  discussion  of  aggregates,  although 
the  unique  characteristics  of  individual  businesses 
have  been  carefully  considered. 


1.    See  the  definition  of  trade  areas,  on  page  4  of 
this  report. 
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Table4:  1980  Trade -Area  Expenditures 


Commercial 
Category 

Food 
Liquor 

Eating/Drinking 
Personal  Services 
Apparel /Accessories 
Hardware/Building  Supplies 
Furniture/Appl iances 


Miscellaneous  Retail 


TOTALS 


1 


Convenience  -■ 

Trade-Area 

Expenditures 

$29,071 ,400 
4,564,900 
14,175,300 
3,603,900 


Comparison  - 
Trade -Area 
Expenditures 


$21,441,200 
21 ,441 ,200 
25,955,100 

125,072,500 

245,325,500 


Downtown 
Sales 

$  1,121,000 
518,900 

1  ,147,000 
432,000 
643,000 

1,876,500 
569,500 

2,793,000 

9,100,900 


Percent  of 

Trade-Area 

Expenditures 

3.9% 
11.4% 

8.1% 
12.0% 

3.0% 

8.7% 

2.2% 

2.2% 

3.7% 


1.  Miscellaneous  Retail:    All  goods  not  elsewhere  categorized.  Including  Drugs  and  General  Merchandise, 

2.  Total  =  Convenience-Trade-Area  Expenditures  and  Comparison-Trade-Area  Expenditures. 
NOTE:    All  figures  are  adjusted  for  inflation. 

SOURCE:    Metropolitan  Area  Planning  Council  (1980). 


Food 


Of  the  more  than  $29  million  available  in  conven- 
ience-trade-area food  expenditures,  downtown 
Woburn  captures  about  $1,121,000,  or  less  than 
four  percent,  of  the  total.    A  capture  of  five 
to  10  percent  is  not  uncommon  in  a  downtown 
commercial  district. ^ 

Downtown  Woburn 's  food  stores  are  comparatively 
few  and  small.    As  a  group,  food  retailers  occupy 
less  than  10,000  square  feet  --  a  single  supermarket 
in  newer  centers  generally  is  larger  than  15,000 
square  feet.    Though  relatively  small  operations, 
retailers  in  this  category  are  characterized  by 
high  sales  per  square  feet  and  represent  some  of 
the  downtown's  most  stable  businesses.    There  are 
merchants  in  this  group  who  have  been  in  downtown 
Woburn  for  over  20  years. 

As  discussed  under  "Shopper-Survey  Highlights," 
food  represents  a  substantial  consumer  draw  in 
the  downtown.    It  is  unfortunate,  however,  that 
the  Center's  largest  food  retailer,  who  also 
supplies  customer  parking,  is  on  the  edge  of  the 
commercial  district.    While  such  a  location  works 


1.  The  capture  rates  for  comparable  downtown 
shopping  districts,  referred  to  throughout 
this  report,  are  derived  from  other  inarket 
analyses  and  from  information  provided  by 
Minot,  DeBlois,  and  Maddison,  a  real-estate- 
investment  and  consulting  firm. 


well  for  a  supermarket,  spillover  trcide  (to 
other  businesses)  is  limited,  because  the  current 
design  of  the  downtown  provides  little  incentive 
for  the  food  shopper  to  walk  toward  the  Center. 

Given  the  number,  size,  and  location  of  existing 
businesses,  it  is  easy  to  see  why  downtown  Woburn 's 
current  capture  of  food  sales  is  below  average. 
Potential  for  expansion  in  this  category  has  also 
been  hindered  by  the  Introduction  of  several  large 
supermarkets  outside  of  the  downtown  yet  within 
its  trade  area.    Such  new  competition,  combined  with 
the  decreasing  income  levels  in  Woburn,  makes  it 
increasingly  difficult  for  downtown  merchants  to 
capture  additional  trade-area  dollars.    The  elderly- 
housing  complex  now  under  construction  in  the  down- 
town, however,  will  mean  new  food  shoppers.  The 
elderly,  typically  less  mobile,  represent  a  captive 
market,  particularly  for  convenience  goods.  Special- 
ty-food retailers  and  supermarkets  alike  should  take 
advantage  of  this  growing  and  close-at-hand  group. 


I 
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Llquor 

In  older  downtowns,  package  stores  often  capture 
10  to  12  percent  of  the  total  convenience-trade- 
area  dollars  available  for  liquor.    With  sales 
totaling  more  than  $500,000, downtown  Woburn 
captures  a  solid  11.4  percent  of  the  estimated 
$4.5  million  in  total  trade-area  expenditures. 

A  combination  of  excellent  merchandising  and 
established  clientele  enables  Woburn's  downtown 
package  stores  to  maintain  high  sales.  In 
addition,  its  nearness  to  towns  that  do  not  sell 
liquor  gives  merchants  in  this  category  a  sub- 
stantial advantage. 

While  sales  are  expected  to  continue  to  be  strong, 
the  currently  high  levels  indicate  that  potentials 
for  growth  are  limited. 


Eating  and  Drinking 

Eating  places  in  Woburn  capture  a  sizable  8.1 
percent  of  convenience-trade-area  dollars,  with 
current  sales  totaling  over  $1  million.    In  an 
older  downtown  center,  a  capture  of  five  to  10 
percent  is  the  range. 

Ordinarily,  an  8.1  percent  capture  rate  in  this 
category  would  indicate  a  strong  market  position. 
Other  data  present  a  different  perspective,  however. 
Individual  lunchrooms  and  take-out  shops,  for 
example,  are  not  particularly  profitable,  and 
there  are  too  many  of  them.    In  addition,  there 
is,  despite  their  number,  little  difference  in 


quality  among  them,  and  most  cater  to  the  same  market 
group.    Therefore,  while  sales  in  this  category  comprise 
a  sizable  market  share  when  totalled,  most  Woburn 
eating  places  claim  only  average  or  below-average 
business . 

The  proliferation  of  such  eating  places  has  a  negative 
influence  on  the  market  area.    Saturation  of  any  retail 
type  not  only  limits  growth  within  that  category  but 
also  hinders  the  development  of  a  successful  mix  of 
goods  and  services.    Shopper-survey  results  highlighted 
this  problem.    Despite  the  many  eating  places  in  the 
downtown,  those  polled  listed  a  "restaurant/bar"  as  one 
type  of  business  they  would  most  like  to  see  added. 
Such  strong  demand  indicates  that  this  type  of  restaur- 
ant is  missing  from  the  current  selection. 

Eating  and  drinking  establishments  are  a  unique  commer- 
cial activity  within  the  context  of  a  center  business 
district.    Unlike  retail  businesses,  which  benefit  from 
their  closeness  to  one  another,  restaurants  are  indepen- 
dent.   While  they  can  enjoy  some  of  the  spillover  from 
other  commercial  activities,  they  cjenerally  do  not 
create  activity  in  return.    A  consumer  is  much  more 
likely  to  stop  for  lunch  or  dinner  incidental  to 
shopping  than  he  is  to  shop  incidental  to  a  dinner  out. 
This  helps  explain  the  ability  of  restaurants  to  stand 
by  themselves,  outside  of  a  major  commercial  district, 
while  individual  retail  establishments  are  rarely 
capable  of  isolated  survival.    The  success  of  an 
eating  or  drinking  establishment  is  far  less  dependent 
on  how  that  business  complements  existing  activities 
in  a  given  center  than  it  is  on  the  quality  and  attrac- 
tiveness of  the  services  it  provides.    For  these 
reasons,  it  is  more  difficult  to  define  the  potential 
for  growth  or  decline  in  this  area.    Generally  speaking, 


a  new  restaurant  will  succeed  or  fail  based  on 
its  individual  characteristics,  not  on  the  basis 
of  what  the  market  might  indicate. 

Again,  the  planned  elderly  housing  presents 
additional  opportunities  for  sales  in  this  retail 
category.    It  is  important  to  note,  however,  that 
the  kind  of  restaurant  desired  by  shoppers  (a 
higher-priced  luncheon  and  dinner  menu)  is  usually 
most  successful  when  located  near  growing  indus- 
trial areas  or  office  developments.    In  Woburn, 
a  restaurant  serving  liquor  must  have  a  minimum 
seating  capacity  of  100,  which  translates  into 
more  than  3500  square  feet  of  space.  Existing 
market-capture  rates  indicate  that  the  downtown 
is  already  near  the  upper  limit,  10  percent,  and 
may  not  be  able  to  support  such  a  sizable  addition. 


Personal  Services 

Total  sales  for  so-called  personal  services  in 
downtown  Woburn  currently  exceed  $400,000.  This 
represents  a  sizable  12  percent  of  the  total 
$3.6  million  available  in  convenience-trade-area 
expenditures  for  personal  services.  (Typically, 
captures  range  from  10  to  15  percent.) 

Businesses  in  this  retail  group  are  usually 
small,  the  average  store  size  in  downtown  Woburn 
being  800  square  feet.    The  downtown  is  fortunate 
to  have  a  full  complement  of  services,  including 
beauty  and  barber  shops,  repair  services,  and  dry 
cleaners.    Most  of  these  businesses  enjoy  average 
or  above-average  sales. 


Downtown  Woburn 's  12-percent  capture  of  personal - 
service  sales  is  in  keeping  with  its  function  as  a 
convenience  center.    Because  most  of  these  services, 
especially  beauty  and  barber,  are  their  own  destina- 
tion, they  are  not  as  dependent  on  location  as 
stores  carrying  comparison  goods.    The  result  is  that 
personal  services  have  been  able  to  take  advantage 
of  the  lower  rents  found  in  older  town  centers  and 
have  congregated  there. 

Given  that  the  downtown  Is  primarily  a  convenience 
center  and  that  the  personal-services  category  is 
strong,  growth  is  likely  and  will  probably  occur 
through  both  the  expansion  of  existing  businesses  and 
the  replacement  of  marginal  ones.    The  expanding 
elderly  population  should  help  sales  in  this  category. 
It  is  important  to  remember,  however,  that  while  such 
services  help  stabilize  the  conmercial  base,  they 
generate  little  further  shopping. 


Apparel  and  Accessories 

Apparel  is  one  retail  category  in  downtown  Woburn  that 
provides  opportunities  for  the  non-convenience  shopper. 
As  was  pointed  out  in  the  business  and  shopper  surveys, 
the  downtown's  strongest  trade  is  in  convenience  goods 
and  services.    However,  the  presence  of  a  few  clothing 
retailers  shows  that  the  downtown  is  in  some  respects 
a  communitywide  shopping  center. 

More  than  $21  million  Is  spent  annually  on  clothing  and 
related  items  by  consumers  in  Woburn's  large  comparison- 
trade  area.     The  vast  majonity  of  these  expenditures  are 
made  in  the  many  newer  malls  that  ring  the  downtown,  so  i 
\^  not  suprising  to  find  current  downtown  sales  totaling 
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less  than  $650,000.    The  percentage  of  trade-area 
expenditures  actually  captured  by  apparel 
merchants  in  downtown  Woburn  is  a  mere  three 
percent.    A  typical  town  center  captures  five 
percent  of  total  expenditures. 

In  downtown  Woburn  the  apparel  category  comprises 
strong,  average,  and  weak  businesses  offering  a 
limited  selection  of  goods.    Successful  stores  offer 
the  consumer  good-quality  merchandise  and  have  a 
tradition  of  service. 

Shoppers  ranked  clothing  stores  as  a  strongly  de- 
sired addition.    Discount-apparel  places  were 
in  especially  high  demand.    Despite  this  desire, 
potentials  for  growth  are  seriously  limited. 
Existing  competition  already  captures  most 
trade-area  expenditures  in  this  category  and  has 
left  few  gaps  in  its  market  coverage.    Any  new 
clothing  retailer  in  downtown  Woburn  must  be  able 
to  draw  patrons  by  reputation,  price,  or 
specialty  items.    Given  the  comprehensive  selec- 
tion and  prices  of  clothing  found  in  the  trade- 
area  malls,  it  is  unlikely  that  downtown 
Woburn  will  see  any  substantial  growth  in  this 
retail  area. 


Hardware  and  Building  Supplies 

Hardware  and  building  supplies  represent  a  category 
of  retail  trade  that  is  difficult  to  label 
"convenience"  or  "comparison".    Many  "small" 
hardware  supplies  are  purchased  at  a  store 
strictly  on  the  basis  of  its  convenience,  but 


consumers  shop  around  for  a  major  purchase.  In 
downtown  Woburn,  several  large  hardware  and  build- 
ing-supply establishments  cater  to  comparison 
shoppers  and  serve  the  larger  trade  area;  survey 
results  indicate  that  a  substantial  portion  of 
hardware  sales  are  made  to  people  who  don't  live  in 
Woburn.    Capture  rates  for  this  retail  category 
therefore  have  been  calculated  on  comparison- trade- 
area  statistics. 

In  an  older-community  shopping  district,  a  hardware- 
and-building-suppl ies  capture  of  between  five  and  10 
percent  is  typical.    Downtown  Woburn  captures  a 
strong  8,7  percent  of  annual  trade-area  expenditures. 
This  means  that  of  the  over  $21.4  million  spent  each 
year  on  hardware  and  building  supplies  by  the  trade- 
area  population,  nearly  $1.9  million  is  spent  in  down- 
town-Woburn  stores. 

A  few  especially  successful  stores  dominate  this  mar- 
ket and  draw  substantial  numbers  of  patrons  to  down- 
town Woburn.    These  stores  cater  almost  exclusively 
to  the  comparison  shopper;  some  supply  industrial 
clients  and  other  small  businesses.    Since  these  stores 
deal  with  specialized  customers,  spinoff  activity  to 
other  downtown-Woburn  retailers  has  been  minimal. 

Stores  catering  more  to  the  convenience-hardware 
consumer  are  not  as  profitable  in  downtown  Woburn. 
Many  merchants  in  this  category  have  not  kept  pace 
with  new  merchandising  techniques.    In  recent  years, 
discount-drug  stores  have  introduced  convenience- 
hardware  lines  and  have  greatly  affected  that  segment 
of  the  hardware  market.    One  way  local  hardware  stores 
are  able  to  compete  with  the  discounting  competitors 


is  by  offering  personal  serv-ice  to  customers. 

Given  the  already  high  capture  of  hardware  and 
building-supply  sales  in  downtown  Woburn  and  the 
presence  of  strong  competition  within  the  trade 
area,  opportunities  for  growth  are  limited.  Any 
expansion  in  this  category  should  be  geared  toward 
the  convenience-hardware  market,  the  trade  area 
in  which  merchants  have  the  best  chance  of 
success  if  they  provide  personal  service. 


Furniture  and  Appliances 

To  the  average  consumer,  furniture  and  appliances 
are  major  household  investments.    Since  their  cost, 
compared  with  that  of  other  retail  goods,  is  high, 
their  purchase  is  strongly  influenced  by  quality, 
price,  and  selection.    Because  shoppers  tend  to 
compare  values,  furniture  and  appliance  sales  do 
best  where  there  is  ample  opportunity  for  compari- 
son --  areas  such  as  downtown  Boston,  regional 
shopping  malls,  commercial  strips,  and  large 
discount  houses. 

Even  though  downtown  Woburn  is  close  to  many  of 
these  kinds  of  retail  areas,  its  furniture  and 
appliance  stores  are  fairly  stable.    The  few 
merchants  in  this  category  capture  2.2  percent 
of  the  nearly  $26  million  in  total  trade-area  ex- 
penditures available.    While  this  capture  rate 
falls  well  below  the  expected  level  of  five 
percent,  it  represents  sales  of  over  $500,000 
for  downtown-Woburn  merchants.    This  volume. 


given  the  small  number  of  businesses  operating  there, 
is  not  insignificant,  and  shows  that  local  businessmen 
have  been  able  to  maintain  some  market  share. 

In  order  to  capture  a  larger  portion  of  trade-area 
expenditures,  downtown  Woburn  would  have  to  attract 
another  major  furniture  or  appliance  store.    Such  an 
addition  is  unlikely  given  that  competition  is  strong 
and  is  capturing  a  significant  portion  of  trade-area 
dollars. 


Miscellaneous  Retail 

"Miscellaneous  retail"  denotes  those  stores  not  elsewhere 
classified  such  as  florists,  stationery  shops,  and 
sporting-goods  stores.    For  purposes  of  sales  confiden- 
tiality, two  other  major  retail  categories  --  drugs, 
and  general  merchandise  --  have  been  grouped  under 
"miscellaneous  retail"  in  this  analysis. 

In  a  typical  downtown,  one  might  expect  a  capture 
rate  in  the  miscellaneous-retail  category  of  about 
five  or  10  percent.    Downtown  Woburn 's  capture  is  a 
somewhat  low  2.2  percent,  or  less  than  $2,800,000 
of  the  total  $125  mi  1 1  ion,  >pent  annually  on  goods  in 
this  category. 

Because  these  are  combined  statistics  for  three  rather 
distinct  types  of  goods,  the  2.2  percent  is  actually 
misleadingly  low.    To  provide  a  more  accurate  picture, 
characteristics  of  each  of  the  three  retail  types 
grouped  under  "miscellaneous  retail"  are  discussed 
below. 


I 


1.  Drugs 


A  typical  community  shopping  district  often 
captures  10  percent  of  total  convenience- trade- 
area  expenditures  in  the  drug  category.  Con- 
venience goods  usually  do  well  in  older  town 
centers  and  local  pharmacies  are  frequently 
anchor  establishments.    It  is  therefore  most 
unusual  to  find  only  one  drugstore  in  downtown 
Woburn. 

Like  food  stores,  pharmacies  have  been  faced 
increasingly  with  stiff  competition  from  new 
community  shopping  centers.    Large  discount 
stores  not  only  capture  significant  portions 
of  drug  sales  but  also  have  been  successful  in 
capturing  substantial  portions  of  the  conven- 
ience-hardware and  general -merchandise  markets. 

Despite  existing  competition,  however,  the 
elderly  housing  developments  in  downtown 
Woburn  present  a  clear  oppoptunity  for  growth 
in  pharmaceuticals.    And    given  the  lack  of 
pharmacies,  the  potential  is  strong. 

2.    General  Merchandise  consists  of  retail 
businesses  which  provide  numerous  types  of 
goods  and  services  under  a  single  roof.  Included 
in  this  category  are  department  stores,  dis- 
count outlets,  catalogue  showrooms,  and  five- 
and-lO-cent  stores.    Currently,  there  is  only 
one  general  merchandiser  in  downtown  Woburn. 


For  a  small  downtown,  a  capture  in  the  general - 
merchandise  category  of  five  percent  of  comparison- 
trade-area  sales  is  considered  sizable.    With  only 
one  department  store,  downtown  Woburn 's  capture 
rate  falls  well  below  the  mark.    Yet  in  light  of 
the  competition,  which  literally  surrounds  the  down- 
town, Woburn  is  fortunate  to  have  even  one  general 
merchandiser  in  its  town  center. 

While  growth  in  this  area  is  expected  to  be  limited 
to  expansion  of  existing  business  (i.e.,  no  new  construe 
tion),  it  is  important  for  Woburn  merchants  to  recog- 
nise the  value  of  having  a  department  store  downtown. 
Such  a  store  draws  substantial  numbers  of  patrons 
to  the  downtown  and  so  generates  additional  shopping. 
The  closing  or  relocation  of  this  type  of  store  would 
have  serious  negative  effects  on  most  other  downtown 
retailers,  particularly  those  offering  convenience 
goods  and  services. 

3.    Miscel laneous  Retail  establishments,  such  as 
florists,  stationery  shops, and  sporting-goods  stores* 
make  up  the  majority  of  businesses  in  this  category 
and  have  sales  of  more  than  $1.6  million.  When 
trade-area  expenditures  are  discounted  for  the  drug 
and  general-merchandise  categories,  miscellaneous-retail 
sales  account  for  4.9  percent  of  total  comparison- 
trade-area  expenditures.    This  figure  comes  much  closer 
to  the  typical  level  of  five  to  10  percent. 

Retailers  in  this  sub-group  offer  a  variety  of  both 
convenience  and  comparison  goods,  which  lends  some 
balance  to  the  downtown's  overall  retail  mix.    Many  of 
these  businesses,    however,  are  marginal  operations, 
located  in  rundown  buildings.    Their  appearance  and 
lack  of  customers  are  hardly  a  help. 


J 


since,  as  noted,  store  variety  is  essential  to  the 
success  of  small  downtowns,  the  miscellaneous-retail 
category  is  important.    It  is  here  that  the  potential 
for  growth  lies,  particularly  in  convenience  sales. 
It  is  here  that  there  is  the  opportunity  to  create  a 
commercial  district  with  character  that  caters  to 
the  tastes  and  needs  of  local  patrons.    The  effort 
to  attract  more  good-quality  miscellaneous-retail 
businesses  to  downtown  Woburn  must  be  made. 


SUMMARY 

Like  so  many  older  commercial  districts  in  the 
Boston  area,  downtown  Woburn  has  lost  a  great 
deal  of  its  market  share.    Overall  capture  is 
currently  at  3.7  percent;  a- more  typical  rate 
would  fall  between  five  and  10  percent. 

Current  market  conditions  indicate  that  the 
downtown  has  suffered  on  two  fronts: 

--  Regional  malls  and  improved  highway  systems 
have  rewritten  the  rules  of  retail  trade, 
leaving  older  downtowns  without  the  edge  of 
convenience.    Downtown  Woburn  has  been 
particularly  affected  by  the  unusually 
strong  concentration  of  these  malls  within 
both  of  its  trade  areas. 

--  A  shifting  employment  base  has  precipitated 
falling  population  and  income  levels  in  Woburn, 


particularly  in  older  sections  of  the  city.  With 
fewer  trade-area  dollars  available  and  increasing 
competition,  merchants  in  downtown  Woburn  have 
found  it  more  and  more  difficult  to  compete. 
Antiquated  buildings,  roads,  and  parking  facili- 
ties have  compounded  commercial  problems. 

To  summarize,  low  capture  rates  for  downtown-Woburn 
retailers  are  a  result  of  the  small  number  of  stores, 
poor  merchandising,  and  the  enormous  amount  of  nearby 
competition.    To  improve  this  situation,  the  downtown 
must  begin  to  compete  more  aggressively  for  convenience- 
trade-area  sales.    Improved  maintenance  and  design  could 
restore  the  character  and  the  commercial  health  of 
the  center  as  a  convenience-shopping  area.    A  better 
retail  mix  and  the  targeting  of  sales  to  growing  popu- 
lation groups  could  also  aid  in  boosting  local  commerce. 


1985  Market  Outlook 


Since  the  existing  market  structure  is 
what  causes  growth, stagnation ,  or  decline, 
it  is  important  to  understand  fully  the  character- 
istics which  influence  and  shape  the  downtown- 
Woburn  market  area.    From  the  previous  sections 
of  this  report,  certain  factors  emerge. 

1.  Downtown  Woburn  competes  in  two  distinct 
tradd  areas,  convenience  and  comparison. 
The  convenience  trade  area  is  characterized 
by  economic  stagnation. 

2.  Downtown  Woburn  is  a  community  shopping 
center  capturing  a  mix  of  convenience  and 
comparison  sales  from  the  downtown's  trade 
areas;  local  merchants  are  most 
competitive  in  the  convenience-goods  area. 

3.  Downtown  Woburn  has  a  rather  uneven  mix 
of  goods  and  services,  poor  store  variety, 
and  a  high  percentage  of  vacant  storefronts. 

4.  Design  factors  identified  as  negative  Include 
unattractive  storefronts,  inconsistent  sign- 
age, poor  pedestrian  anenitles  and  land- 
scaping, inaccessible  parking,  and  a  lack 

of  aesthetic  unity  within  the  downtown. 

5.  Business  and  shopper  surveys  indicate  that  the 
downtown  functions  primarily  as  a  convenience- 
shopping  area.    The  major  problems  identified 
by  these  surveys  related  to  parking  and  traffic 


TABLE  S:  PROJECTED  TRADE-AREA  EXPENDITURES 

Total  Dovvntown    %  of 

Trade-Area       Woburn  Trade-Area 
Condition  Expenditures     Sales  Expenditur< 

Current-198Q  $245,325,000   $9,100,900  3.7% 

Projected- 1985 
Condition  I: 
Decreased  Capture 

Rate  260,698,000     8,910,700  3.4% 

Condition  II: 
Constant  Capture 

Rate  260,698,000     9,532,300  3.7% 

Condition  III: 
Increased  Capture 

Rate  260,698,000    10,263,000  3.9% 


SOURCE:  Metropolitan  Area  Planning  Council,  1980. 
(NOTE:  all  figures  are  adjusted  for  inflation.) 


6.    As  a  group,  merchants  in  downtown  Woburn 
capture  a  low  3.7  percent  of  total  trade- 
area  expenditures.    An  average  market  capture 
ranges  from  five  to  10  percent. 

When  projecting  the  1905  market,  it  is  important 
to  bear  in  mind  these  six  factors.    Table  5 
shows  in  dollars  the  implications  of  decreased, 
unchanged,  or  increased  market  activity  in  the 
downtown  as  discussed  under  Conditions  I,  II,  and 
III  below. 


CONDITION. I :    DECREASED  CAPTURE 

If  downtown  Woburn 's  problems  with  vacant  space, 
urban  design,  and  competition  are  not  resolved, 
further  decreases  in  sales  activity  can  be  expected 
through  1985.    As  shown  on  Table  5,  a  0.3  percent 
drop  in  overall  capture  --  or  the  loss  of  $620,000 
in  potential  sales  for  1985       is  projected  under 
this  condition.    While  in  absolute  numbers  these 
amounts  may  seem  small,  it  is  important  to  remember 
that  the  current  capture  of  3.7  percent  is  well 
below  the  average.    Any  drop  in  capture  represents 
even  further  economic  decline. 

There  are  several  factors  that  could  prevent  growth 
in  downtown  Woburn. 

--  As  noted,  many  small  businesses  in  older  town 
centers  are  dependent  on  spillover  trade.  In 
Woburn,  convenience  goods  and  services  such  as 
banks  and  food  stores  draw  the  greatest  number 


of  patrons  to  the  Center.    The  closing  or 
relocation  of  one  of  these  could  force  other 
small  retailers  out  of  business  and  seriously 
decrease  shopping  activity  in  the  Center. 

--  Stores  that  retail  similar  goods  and  services 
within  a  downtown  compete  against  each  other  and 
limit  their  sales  potential.    As  discussed,  if 
Woburn  merchants  do  not  diversify  their  selec- 
tion of  goods  or  services,  they  can  expect 
decreasing  market  captures  through  1985. 

--  The  lack  of  maintenance  and  improvements  to  build- 
ings and  public  areas  in  downtown  Woburn  also 
impedes  economic  growth..  The  continued  physical 
lieterioration  of  the  Center  will  mean  fewer 
sales  in  1985. 

The  projected  drop  of  $620,000  in  sales  under 
Condition  I  would  translate  into  a  loss  of  approxi- 
mately 12,000  square  feet  of  retail  space  and  fall- 
ing sales  levels  for  many  businesses.    It  is 
expected  that  marginal  operations  in  the  categories 
of  eating  and  drinking,  apparel,  hardware  and 
building  supplies,  furniture  and  appliances,  and 
miscellaneous  retail  would  be  most  affected. 


CONDITION  II:    CONSTANT  CAPTURE 

If  Woburn  merchants  continue  to  use  the  same  market- 
ing strategies  they  now  use,  their  capture  rate 
v/ill  remain  constant,  at  3.7  percent.  However, 
because  trade-area  expenditures  are  projected  to 


increase,  gross  sales  will  also  increase,  by  some 
$430,000.    This  may  sound  like  growth,  but  in 
fact  it's  just  keeping  up. 

As  discussed  under  Condition  I,  if  actions  are  not 
taken  to  stop  physical  deterioration  and  improve 
retail  selection,  decreased  sales  are  expected. 
To  maintain  current  sales  levels  and  capture  in- 
creased trade-area  expenditures,  it  is  therefore 
essential  that  improvements  be  made.    A  downtown- 
revitalization  strategy  must  be  developed  and  should 
include  plans  for  the  implementation  of  parking 
and  traffic  improvements,  storefront  renovations, 
landscaping  measures,  and  the  maintenance  of  public 
ways.    These  factors  are  critical  to  maintaining 
the  coninercial  integrity  of  downtown  Woburn  and 
require  the  cooperative  efforts  of  businessmen 
and  municipal  officials. 


CONDITION  III:  INCREASED  CAPTURE 

The  increased-capture  scenario  is,  of  course, 
the  optimistic  potential  market  condition  pro- 
jected for  1985  in  this  analysis.    As  can  be 
seen  in  Table  5,  Condition  III  represents  an  in- 
crease in  overall  capture  of  0.2  percent  or  nearly 
$1.2  million  in  additional  sales.    Given  down- 
town Woburn 's  weak  1980  market  levels  and  the 
nearness  of  its  major  competitors,  this  condition 
would  require  more  than  the  maintenance- type 
techniques  discussed  under  Condition  II. 

It  is  important  to  note  that  no  major  development 


(more  than  15,000  square  feet  of  new  space)  has 
been  projected  in  this  scenario.    Rather,  Increased 
sales  of  $1.2  million  are  based  primarily  on  the 
assumption  that  existing  vacancies  will  be  re- 
placed by  more-successful  retailers. 

As  previously  discussed,  one  of  the  key  techniques 
for  establishing  a  competitive  small -market  area 
given  increased  shopping-mall  competition  is  to  provide 
the  consumer  with  an  interesting  mix  of  goods  and 
services.    With  a  first-floor  vacancy  rate  of  14 
percent  and  a  host  of  marginal  businesses,  Woburn 
should  attract  merchants  to  its  downtown  that  would 
add  variety  to  its  current  selection.  Businesses  that 
replace  currently  marginal  operations,  relocated 
stores,  or  existing  vacancies  should  offer  goods  or 
services  currently  scarce  or  not  available  in  the  down- 
town.   As  noted,  shopper-survey  results  showed  strong 
demand  for  additional  restaurants,  apparel  stores,  gen- 
eral merchandisers,  miscellaneous-retail  stores,  and, 
above  all,  greater  store  variety. 

While  there  are  many  eating  places  in  downtown 
Woburn,  there  are  no  full -menu  restaurants  that 
serve  liquor.    Since  results  of  the  shopper  survey 
indicate  strong  demand  for  more  high-quality 
restaurants,  an  additional  restaurant  of  this  type 
has  some  potential.    Unlike  convenience  stores, 
restaurants  are  themselves  destinations  and  can 
succeed  almost  anywhere,  depending  on  the  food  and 
service.    As  discussed  in  the  previous  chapter, 
regulations  in  Woburn  require  that  a  restaurant 
which  serves  alcohol  have  a  minimum-seating  capacity 
of  100.    The  development  of  such  a  large-scale 


restaurant  in  the  downtown  would  push  current 
captures  to  the  upper  limit.    To  succeed,  the 
quality  of  food  and  level  of  service  must  be 
enough  to  tap  the  office  and  business-executive 
market  in  addition  to  attracting  shoppers  and 
local  residents.    Should  a  new  restaurant  of  this 
type  be  developed,  the  capture  rate  for  eating- 
and-drinking  sales  would  reach  9.1  percent. by 
1985. 

Personal  Services  is  another  retail  category  in 
which  growth  could  occur.    Such  services  often  are 
willing  to  locate  in  older  town  centers  where 
rents  are  more  affordable.    The  introduction  of 
some  new  beauty  or  barber  shops  could  increase 
current  capture  in  this  category  to  14  percent, 
up  two  percent  from  current  levels.  Given 
the  convenience  orientation  of  downtown  Woburn 
and  an  increasing  elderly  population  in  the 
Center,  growth  in  this  sector  is  likely  and  will 
add  strength  to  the  commercial  mix. 

There  is  also  limited  opportunity  for  growth  in 
the  Apparel  and  Accessories  category.  Again, 
this  is  an  area  in  which  demand  is  high  but 
dramatic  increases  cannot  be  expected,  given 
existing  competition.    Any  increase  in  the  Apparel 
capture  is  likely  to  occur  as  a  result  of  margin- 
al businesses'  closing  and  more  successful 
clothiers'  replacing  them.    To  take  advantage  of 
high  demand,  merchants  should  target  sales  to 
guowing  consumer  groups  and  groups  with  needs 
not  currently  being  met. 


Miscellaneous  Retail  is  the  fourth  category  in 
which  limited  growth  is  projected  under  Condition 
III.    As  discussed  earlier,  there  is  opportunity 
for  an  increased  capture  in  drug  sales.    The  new 
elderly-housing  complex,  together  with  the  down- 
town's strong  convenience  orientation,  makes  the 
possibility  of  growth  in  this  category  strong. 
An  additional  discount-drug  or  health-aids  store 
catering  to  shoppers'  convenience  needs  could 
bring  drug  captures  up  to  5.5  percent  by  1985  and 
within  the  average  range. 

Other  possibilities  for  growth  in  the  Miscellaneous 
category  also  exist.    As  retail  space  turns  over, 
efforts  should  be  made  to  attract  stores  that  will 
add  variety  to  the  downtown,  such  as  bookstores, 
florists,  and  craft  shops.    Reasonable  rent  struc- 
tures in  downtown  Woburn  are  ideal  for  start-up 
businesses  or  local  craftsmen  seeking  the  visibility 
a  storefront  provides.    New  stores  should  target 
sales  to  the  needs  of  the  trade  area,  and  given 
that  downtown  Woburns  is  more  successful  as  a  con- 
venience center,  stores  that  cater  to  the  conven- 
ience shopper  will  naturally  have  the  best  chance 
of  success. 

While  the  replacement  of  marginal  businesses  and 
the  development  of  some  new  retail  establishments 
is  important  to  growth,  the  improvement  of  exist- 
ing businesses  is  equally  crucial.    Many  of  the 
more  successful  businesses  in  the  downtown  prosper 
by  providing  good-quality  merchandise  at  reasonable 
prices  and  by  capitalizing  on  the  kind  of  personalized 


service  that  can  be  offered  in  a  small  town 
center.    In  the  face  of  stiff  competition  from 
regional  malls,  fostering  local  support  through 
personal  service,  competitive  pricing,  and  effec- 
tive promotional  schemes  are  ways  to  boost  sales 
and  profits.    Of  course,  adding  new  merchandise 
lines  that  meet  changing  buying  patterns  is  also 
important  to  existing  businesses. 

In  addition,  as  discussed  under  Conditions  I  and 
II,  physical  improvements  are  also  essential  to  the 
growth  and  stability  of  the  downtown.  Good 
urban  design,  better  traffic  circulation,  and 
ample  parking  are  key  elements  in  capturing 
additional  trade-area  dollars. 

To  sumniarize,  a  0.2  percent  increase  in  overall 
capture  for  downtown  Woburn  in  1985  will  require 
improvements  on  the  part  of  both  existing  busi- 
ness and  the  city,  as  well  as  limited  retail 
expansion  in  areas  that  will  create  a  better 
balance  of  goods  and  services.    Through  efforts  to 
create  a  more  interesting  and  diverse  shopping 
environment,  both  commercially  and  aesthetically, 
downtown  Woburn  could  anticipate  limited  economic 
growth  through  1985. 


Appendix 


WQBURN  SHOPPER-SURVEY  RESULTS 

The  following  are  results  tabulated  from  a  survey 
of  downtown-Woburn  shoppers.    (Results  do  not 
necessarily  add  to  100%) 

Frequency  of  Trips  to  Downtown  Woburn 


Daily  52.5% 

More  than  once  a  week  18.9% 

About  once  a  week  16.2% 

About  twice  a  month  4.2% 

About  once  a  month  1.5% 

Less  than  once  a  month  6.8% 

Reason  for  Coming  to  Downtown  Woburn 

To  shop  40.5% 

To  work  30.1% 

For  a  professional  service  52.1% 

For  a  government  service  29.3% 

Products  or  Services  Shopped  For 

Food  24.9% 

Clothing  23.2% 

Shoes  9.0% 

Card/gift  15.5% 

Drugs  10.7% 

Sporting  goods  4.7% 

Tobacco  products  9.0% 

Hardware  9.4% 

Office  supplies  5.2% 

Liquor  12.9% 


Newspaper/magazi  ne 

22.7% 

Garden  supply/florist 

0.9% 

Beauty  parlor/barber 

6.9% 

Professional  services 

5.2% 

Bank 

45.7% 

Post  Office 

28.8% 

Restaurant/ lounge 

17.2% 

Other 

9.4% 

Reason  for  Shopping  in  Downtown  Woburn 

Convenience  65.4% 

Stores  16.0% 

Services  15.2% 

Other  3.4% 

Additional  Goods  or  Services  Desired 


Clothing  store 

13 

7% 

Discount  drug 

6 

8% 

Food  store 

2 

7% 

Department  store 

24 

7% 

Restaurant/bar 

17 

8% 

Auto  parts 

1 

4% 

Pet  store 

1 

4% 

Antique  store 

1 

.4% 

Children's  store 

1 

4% 

Cinema 

2 

7% 

Traffic  improvements 

4 

1% 

Parking  improvements 

15 

1% 

More  stores 

5 

5% 

Better-quality  stores 

1 

4% 

Amount  Spent  Per  Trip 


Under  $5 
$5-$10 
$11-^.25 
Over  $25 


24.1% 
33.6% 
28.2% 
14.1% 


Mode  of  Transportation  to  the  Downtown 


Walk 
Car 
Taxi 
Bus 


24.4% 
72.5% 
1.9% 
1.1% 


Parking  Decision 


Municipal  lot 
City  Hall 
Bank 
Other 


44.9% 
11.7% 
10.2% 
33.2% 


Length  of  Stay  in  Downtown 


Under  15  minutes  20.0% 

15-30  minutes  25.0% 

30  minutes-1  hour  25.4% 

1-2  hours  9.6% 

Over  two  hours  20.0% 


Residence  of  Shopper 


Downtown  Woburn 
Elsewhere  in  Woburn 
Stoneham 


13.2% 
66.9% 
0.8% 


Reading  1.1% 

Wilmington  0.4% 

Burlington  2.3% 

Lexington  0.8% 

Winchester  4.1% 

Other  10.5% 


Where  Else  Shopped  for  Convenience  Items 


Elsewhere  in  Woburn  59.4% 

Burlington  25.4% 

Stoneham  5.1% 

Other  10.1% 


Where  Else  Shopped  for  Comparison  Items 

Elsewhere  in  Woburn 
Burl ington 
Stoneham 
Other 

Major  Problems  in  Downtown  Woburn 


Parking  64.5% 

Traffic  63.6% 

Downtown  appearance  37.2% 

Store  variety  38.4% 

Other  5.4% 


31.6% 
50.4% 
3.7% 
14.3% 


Perceived  Change  in  Quality  of  Downtown  Woburn 

Better  20.0% 
No  change  40.9% 
Worse        .  39.1% 


Desired  Improvements 


Parking  20.1% 

Traffic  20.8% 

Maintenance  8.7% 

Storefront  renovation  6.0% 

Eliminate  TOPICS  (see  page  18  )  12.1% 

Attract  and  promote  business  8.1% 

Recreation  1.3% 

Cooperation  1.3% 

Urban  renewal  1.3% 

Lower  taxes  &  rents  1.3% 

Community  billboard  0.7% 

High-rise  apartments  0.7% 

Improved  drainage  0.7% 

Better  city  involvement  2.7% 

Other  4.1% 

Customer  Age 

Child  0.4% 

Teen  10.2% 

20-35  40.8% 

36-50  20.8% 

51-65  19.2% 

Over  65  8.6% 

Customer  Sex 

Male  55.5% 

Female  44.5% 
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WOBURN  BUSINESS-SURVEY  RESULTS 


The  following  are  results  tabulated  from  a 
survey  of  downtown-Woburn  business  establishments. 

Business  Types/Percentage  of  Existing  Floor  Space 


Hardware/Building  Supply  9.6% 

Apparel/Accessories  2.6% 

Furniture/Appliances  3.8% 

General  Merchandise  ^  4.6% 

Miscellaneous  Retail^  6.3% 

Food/Liquor  3.8% 

Automotive  10.0% 

Eating  and  Drinking  5.7% 

Personal  Services^  2.9% 

Professional  Services^  24.5% 

Other  Services  5  21.9% 

Vacant  4.3% 


1.  Includes  retail  stores  that  sell  a  number  of 
lines  of  merchandise,  such  as  dry  goods, 
apparel,  furniture,  hardware,  and  food. 

2.  Includes  drugs,  sporting  goods,  book  and 
stationery  stores,  florists,  and  jewelers. 

3.  Includes  beauty  and  barber  shops,  dry  clean- 
ing and  laundry; 

4.  Includes  doctors,  lawyers,  and  finance  and 
insurance  brokers. 

5.  Includes  services  not  elsewhere  classified, 
such  as  repair  shops,  social-service  agencies, 
recreational  facilities,  and  travel  agencies. 


Number  of  Years  in  Business 


Less  than  2  years  10.1% 

2-4  years  7.6% 

5-10  years  16.5% 

11-20  years  15.2% 

Over  20  years  50.6% 


Floor  Space 


Range  150sq. ft. -29,000  sq.ft. 

Average  2700  sq.ft. 

Median  1000  sq.ft. 

Own/Rent 

Own  28.7% 
Rent  71.3% 

Annual  Rent 

Range  $1 ,500/-$32,000/yr. 

Average  $8,500/yr. 

Median  $4,800/yr. 


Average  Rent  per  Square  Foot  =  $3.10 
Changes  Being  Considered 


Expansion  in  downtown  Woburn  10.3% 

Moving  out  of  downtown  Woburn  5.7% 

Changes  in  goods  and  services  offered  3.4% 

Storefront  renovations  11.5% 

Other  18.5% 

No  change  50.6% 


Annual  Sales 


Range  $5,000-$3,000,000 

Average  $286,000 

Median  $100,000 

Sales  Trends 

Up  by  an  average  of  9%/yr.  39% 

Constant  39% 

Down  by  an  average  of  21 %/yr.  22% 

Customer  Residence 

Woburn  61.8% 

Burlington  8.1% 

Winchester  6.5% 

Wilmington  3.5% 

Stoneham  3.1% 

Reading  2.6% 

Lexington  .1.6% 

Other  12.8% 

Customer  Sex 

Male  52% 

Female  48% 

Customer  Age 

Child  5.2% 

13-19  years  9.1% 

20-35  years  26.8% 

36-50  years  37.4% 


51-65  years 
Over  65  years 


16.0% 
5.5% 


Transportation  Mode 

Walking  12.8% 

Car  84.6% 

Bus  1 . 0% 

Taxi  1.0% 

Other  0.6% 


Customers  Who  Work  Downtown 

Range  0-90% 

Average  20% 

Median  lo% 


Busy  Season 

Fall 

34% 

Winter 

23% 

Summer 

11% 

Spring 

32% 

Busy  Days 

Monday 

15% 

Tuesday 

10% 

Wednesday 

9% 

Thursday 

21% 

Friday 

27% 

Saturday 

17% 

Sunday 

1% 

Busy  Times 


7-10  a.m.  7.5% 

10-12  noon  20.1% 

12-2  p.m.  23.3% 

2-4  p.m.  23.3% 

1-6  p.m.  20.1% 

6-10  p.m.  5.7% 

Location  of  Competition 

Elsewhere  in  Woburn  39% 

Burlington  31% 

Stoneham  8% 

Other  (includes:  Lexington,  22% 

Winchester,  Cambridge, 

Wilmington,  Wakefield, 

Arlington,  Waltham, 

Boston) 

Number  of  Employees 

Full-time  Part-time 

Range       0-36  Range  0-40 

Average        5  Average  4 

Median         2  Median  1 

Employee  Parking 

Walnut  Street  municipal  lot  40.6% 

Private  lots  31.9% 

On-street  13.1% 

Small  municipal  lot  (off  Main)  7.2% 


Lot  near  library 
Boyles  insurance 


4.3% 
2.9% 


Major  Problems 


Parking  27.8% 

Traffic  25.1% 

Shopping-center  competition  10.5% 
Vandalism/Security  5.5% 

Rundown  appearance  17.8% 

Lack  of  store  variety  13.3% 

Positive  Characteristics 

(Over  50%  did  not  respond  to  this  question) 

Location/accessibility  23.1% 

Convenience  19.2% 

Attractive  coninons  area  17.3% 

Small -town  atmosphere  11.5% 
Business  attitude  9.6% 
No  positive  characteristics  7.7% 
Good  store  variety  5.8% 
Other  (parking,  rents,  potential)  5.8% 
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Suggested  Improvements 


Parki  ng/ traf f i  c 

b  1 

.  1  lo 

More  parking/parking  controls 

ic 

Improved  traffic-flow  lights 

19 

.0% 

Design  Improvements 

28 

4% 

Need  for  overal 1  plan 

3 

6% 

Storefront  maintenance 

8 

0% 

Improved  maintenance 

9 

5% 

Landscaping/improved  sidewalks 

4 

4% 

Enforce  sign  ordinance 

2 

9% 

Other 

20 

5% 

Security 

5 

9% 

Greater  store  variety 

5 

8% 

New  development 

2. 

9% 

Other 

5 

9% 
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